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In some way, addiction has 
affected all of us. 

W E ’ R E  H E R E  T O D A Y  T O  T R Y  A N D  H E L P .
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DISCOVERY +  
CO-CREATION 

SESSION

GO-TO-MARKET 
STRATEGY + 

PLAN

KIT OF PARTS 
+ TRAINING 

DOCS
HANDOFF

THEMES + 
COMMUNICATION 

PILLARS

BRAND 
SQUARES

RESEARCH 
+ TESTING

SESSION WITH 
PLANNING 

TEAM

242 general public survey respondents: across 11 counties within 
greater Cincinnati region (including Ohio, Kentucky, and Indiana) 

25 stakeholder interviews: Recovery communities, nurses, 
doctors, church communities, elected officials, those in 
recovery, psychologist, prevention specialist, first 
responders, and even skeptics

77 qualitative responses across the targeted 
11 counties and varying audiences

DISCOVERY + CO-CREATION SESSION RESEARCH + TESTING

Total respondents 344

Decrease stigma while increasing hope and solutions. 
Support families and loved ones coping with addiction. 
Create a positive community of hope for those in recovery. 
Highlight solutions and progress, instead of focusing on the problem.

Goals

How we went about achieving this



Personalization

1

Hope

2

Destigmatize

3

Community

4

Informative
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• Put a face to the 
disease 

• Tell true stories 
• Be real 
• Be inclusive

• Tell success stories 
• Meet people 

where they are 
• Maintain positivity 
• Show support 
• Be encouraging

• Emphasize  
that it affects 
everyone 

• Reiterate that 
addiction 
doesn’t make 
someone ”bad”

• Show a  
support system 

• Be about 
improving the 
community

• Let it be known it 
is a chronic disease 

• Give information 
on how to get 
treatment/help
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Key Learnings



Bringing these learnings 
to life in a tactical way
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Pilot Campaign 
J U L Y – S E P T E M B E R  2 0 1 9
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C O U N T I E S M E D I A  T A C T I C S

C O U N T I E S E N Q U I R E R P O S T E R S / B I L L B O R A D S D I G I T A L / F A C E B O O K R A D I O  A D S

Butler X X X X

Dearborn X X X

Clermont X X X

Grant X X
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Billboards
F O R  A L L  C O U N T I E S  
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B I L L B O A R D S  
Butler 
Clermont 
Dearborn 
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Print Advertisements
F O R  A L L  C O U N T I E S  
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E N Q U I R E R  
Butler 
Dearborn 
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Digital Ads
F O R  A L L  C O U N T I E S  
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Digital Ad Summary
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3  P A T H W A Y S
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D I G I T A L  
Butler 
Dearborn 
Clermont 
Grant 
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In Context 
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Facebook Ads
F O R  A L L  C O U N T I E S  
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Facebook Ad Summary
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2  C R E A T I V E  A R T W O R K S  +  3  P A T H W A Y S  
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In Context 



T HE
BRAND
E X P E R I E N C E

Thank you.
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